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1952 


Gross profit. 

Net income before income taxes . 
Provision for income taxes . 


$5,273,408.45 

1,236,509.52 

662,340.55 


1951 

$4,137,156.66 

1,262,200.86 

618,413.46 


1950 

$3,583,896.60 

1,066,392.17 

461,582.12 


Net earnings after income taxes . . 

574,168.97 

Depreciation charged to operations . 

547,184.46 

Earnings per share before taxes . 

1.77 

Income taxes per share. 

.95 

Earnings per share after taxes .... 

.82 

Depreciation per share. 

.78 


643,787.40 604,810.05 

359,430.61 271,026.63 

































Report to 

the stockholders 
for the year 1952 



THE ANNUAL MEETING of stockholders will be held on 
March 24, 1953. A formal notice of this meeting, together with 
proxy and proxy statements, will be mailed to each stockholder on 
or about February 20, 1953, at which time proxies will be solicited 
by the management. 

The information herein contained is published solely for the 
benefit of the company’s stockholders. No statement in this booklet 
is made for the purpose of inducing the purchase of securities issued 
by the company. 


Dr. Pepper Company 

5523 E. Mockingbird Lane, Dallas, Texas 
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roductio 


Dr. Pepper has one principal ingredient to sell — a unique, 
distinctive taste that has become the enjoyment of millions of 
people, old and young alike. Maintaining the standards of uni¬ 
formity of taste therefore continues to be the prime objective 
of Dr. Pepper production men in both bottling plant and syrup 
manufacturing operations. 

The origin of Dr. Pepper taste begins with laboratory testing 
of every batch of raw materials used, followed by accurate blend¬ 
ing of ingredients and constant exercise of rigid controls in the 
three Company syrup manufacturing plants located in Dallas, 
Birmingham and Baltimore. 

Through a coordinated and thorough program and close 
cooperation of bottling plant production men, the pure, whole¬ 
some qualities of Dr. Pepper continue to be maintained. Attest¬ 
ing to the fine work being done in the field of production is 
the ever-increasing sales growth of Dr. Pepper in all franchised 
markets, old and new alike. 

To continually stay abreast with a great and growing indus¬ 
try, Dr. Pepper carries on a constant program of research in the 
use of new and better equipment and the application of new 
improved production methods. 

Thanks to good production technique; fine quality, whole¬ 
someness and taste enjoyment are characteristics which have 
distinguished Dr. Pepper as an outstanding product. 
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The addition of a third syrup processing plant located in Baltimore, Maryland, greatly 
improved syrup distribution in the Northeastern states in 1952. More important, it enabled 
the Company to equalize its freight costs and effect a substantial saving. 

One objective of the Company last year was to concentrate on improving Dr. Pepper 
distribution in those areas now under franchise. As the result of strong advertising, sampling 
and merchandising effort, fine progress was made. An aggressive vendor program, however, 
made the most noteworthy contribution to the Dr. Pepper distribution picture, accounting 
for better than 25% of our total volume of sales. 

Another important development which greatly effected distribution in 1952 was the 
growing number of bottlers who converted their plants to exclusive Dr. Pepper bottling 
operations. Because of numerous advantages, particularly the profit advantage, a large number 
of bottlers are concentrating their entire production, advertising and selling effort on 
Dr. Pepper. The 1952 experience of these bottlers shows that they operated more economically 
and, in many cases, enjoyed phenomenal sales growth. 
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ampling 


Dr. Pepf>er advertising, sampling and promotions were virtu¬ 
ally one package in 1952, following a pattern established some 
three years ago. Much of the advertising was concentrated at 
the point-of-sale and aimed directly at the consumer. 

General media included magazines, outdoor posters, radio, 
TV and a heavy newspaper schedule which combined to give 
Dr. Pepper its strongest post-war advertising campaign. 

There were three major selling promotions during 1952. First 
of these was a flower seed premium promotion which proved 
highly popular with dealers — also with Mrs. Housewife, prin¬ 
cipal target in the campaign, who boosted her purchases of Dr. 
Pepper in cartons to the greatest volume in our history. 

The big gun in Dr. Pepper’s 1952 advertising and merchan¬ 
dising campaign was the oil well promotion which captured 
the spotlight among consumers and dealers alike. Top prize, 
royalty interests in 44 Texas oil wells, was described, "the most 
unique contest prize of the year." 

In addition to unusual publicity, the oil well promotion pro¬ 
duced sales gains for Dr. Pepper that were well above the aver¬ 
age reported by the entire industry for the period. 

The third major promotion in 1952 was a sampling campaign 
aimed at building new Dr. Pepper drinkers. Consumers were 
told by Dr. Pepper salesmen throughout the South, "I’ll buy you 


and Promotions 

a carton of Dr. Pepper.” In other areas over the country, sales¬ 
men offered to buy two cartons. The Company refunded the 
purchase price of the cartons on receipt of a bottle-rider coupon 
and crowns from the bottles purchased. 

One of the most effective promotions of the year, used largely 
in exclusive Dr. Pepper plant operations, was the Silver Dollar 
Man program, designed to boost the sale of Dr. Pepper for 
home use. More than 40 stations from coast-to-coast carried the 
Dr. Pepper Silver Dollar Man radio show from one to two 
hours per week, making Dr. Pepper not only a major adver¬ 
tiser in many markets, but also one of the heaviest users of 
radio time of any single product on the air. 

Magazines, in addition to the five leading bottler trade pub¬ 
lications, included Woman’s Day, distributed in A&P Stores, 
and Family Circle, distributed through Safeway Stores. 

The use of television was concentrated in selected markets 
where the percentage of homes with television sets was rela¬ 
tively high and in areas with higher Dr. Pepper development. 

The impact of Dr. Pepper’s 1952 advertising, sampling and 
promotional activities is evidenced by the fact that better than 
90,000,000 more Dr. Peppers were consumed than in 1951. 



“FREE FLOWER SEEDS” appealed to Mrs. Housewife. 
She recognized the bargain — purchased Dr. Pepper in 
cartons and depleted the supply in many territories long 
before the campaign was over. 
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“OWNING AN OIL WELL” or any part thereof proved 
to be the most unique offer of the year in the field of 
national merchandising. The contest drew entries from 
people of every age and every walk of life — soared 
Dr. Pepper sales in all areas. 


“I’LL BUY YOU A CARTON 1 gave 
Dr. Pepper salesmen a direct approach to the 
consumer. Attractive illustrated material on mass Di. 
Pepper carton displays was the principal means of ad¬ 
vertising. Mrs. Housewife saved the crowns — accepted 
the refund and went back for a refill. 
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HOME CARTONS: Dr. Pepper's family of three 
cartons offers the consumer a choice — three conveni¬ 
ent sized packages to more adequately supply the 
needs of the home. If six bottles are not enough, 
there is a 12 or a 24 bottle package now available. 


i 



trends i 


erchandising 


While the potential of soft drinks is growing, the areas of con¬ 
sumption have narrowed down to three major markets, each 
offering volume possibilities far beyond anything yet achieved. 
The three areas include the industrial market, the general market 
and the home market. 

In each, the Dr. Pepper Company has done extensive research 
seeking the most effective tools and methods for sales develop¬ 
ment. These efforts have been highly productive as seen by the 
outlay of fine merchandising and selling tools on these two pages. 

To capture its share of the home market volume, now better 
than 45% of the total soft drink business. Dr. Pepper has not 
one, but a family of three attractive home cartons to fit the 
needs of every customer. While the six-bottle carton still accounts 
for the greatest number of unit sales, consumer buying habits 
clearly indicate that the six-bottle package is no longer adequate 


to serve the soft drink requirements in the home. Thus the buy¬ 
ing trend is to the new 12-bottle and 24-bottle home packages 
which not only supply the demand more adequately, but are 
equally as convenient and more economical. 

In the industrial market the consumption of soft drinks like¬ 
wise has far exceeded anything dreamed of by the industry a 
few short years ago. The greatest innovation in this market 
came about when automatic vendors made their appearance on 
the scene — probably the greatest single factor in the expansion 
and development of the Dr. Pepper business. 

Soft drinks are recgonized today not only for the benefits 
and enjoyment they provide, but also for the handsome revenue 
contribution which they make to employee funds and other 
worthy causes. Automatic vendors have found their place in 


THEATRE SALES: Through 
dispensing units, theatre 
lobby concession operators 
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CUP VENDORS: A bright 
new star on the sales horizon 
for Dr. Pepper is seen in the 


new automatic cup vendor 

developed in 1952. These 
units are now in production 
and will be placed in serv¬ 
ice early in 1953. 

































BOTTLE VENDORS: The key to Dr. Pepper 
distribution is automatic bottle vendors. The three 
units above, second to none in the industry in sales 
performance and dependability, are the result of 
years of research. 


modern industry, thus creating an entire new market for the 
sale of Dr. Pepper, the surface of which as yet is only scratched. 

Dr. Pepper has developed a line of automatic vendors to 
serve this market as well as the large general market which 
includes thousands of other outlets serving the public. 

The three attractive Dr. Pepper vendors pictured here, the 
result of years of research backed by extensive field testing, are 
second to none in the soft drink field today. The larger unit, 
known as the S-196 Vendor, vends 196 bottles. Next in size is 
the S-96 Vendor which vends 96 bottles. Smallest of the three 
is the S-48 Vendor which vends 48 bottles. Another still larger 
unit known as the Vendorlator is included in the line which 
vends 240 bottles. 

The object in having vendors of various size and capacity 
is to be able to establish Dr. Pepper availability in any type of 
outlet, regardless of size or location. A significant fact regard¬ 
ing these vendors is that even the largest unit requires only a 
minimum amount of floor space. 

Automatic vendors have opened points of distribution for 
the sale of Dr. Pepper that would not have been possible other¬ 
wise. In addition to the hundreds of institutions such as schools, 
hospitals, terminals, office buildings and pedestrian thorough¬ 
fares, automatic vendors are also making Dr. Pepper available 
in such locations as barber shops, lumber yards, nurseries, shoe 
shops and thousands of smaller businesses serving the public. 

Dr. Pepper vendors have opened the door to new distribu¬ 
tion which is revolutionizing the business by making Dr. Pepper 


FOUNTAIN SALES: An 

extensive use of fountain 
dispensers was responsible 

for substantial sales gains in 
1952. This year we have an 
ambitious goal set on the 
placement of these units. 






available for sale at the right place, at the right time and in 
the right form. 

Another exciting development has been the progress irf the 
fountain and cup vendor field and again it is the result of new 
and better selling tools which have been introduced. Through 
the increased use of accurate and dependable dispensing units. 
Dr. Pepper fountain sales in 1952 showed a substantial gain. 
One area of distribution which accounted for sizeable volume 
and which holds great promise for the future is theatre sales. 

For the past three years Dr. Pepper has had under labora¬ 
tory and field test a new cup vending unit which, after many 
gradual improvements, is now in production and will be ready 
for extensive use in 1953. The possibilities for a single-drink, 
compact, low cost and efficient cup vendor has long been recog¬ 
nized by the industry and Dr. Pepper is the first to introduce 
a satifactory unit of this type. 

Based on the sales results from initial field tests which have 
been under way for over a year, Dr. Pepper cup vendors promise 
to account for a sizeable portion of future gallonage sales. The 
cup vendor market is big and growing and Dr. Pepper is going 
after a big share of this business. 
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how the company is owned 


BY NUMBER OF SHARES (NO-PAR COMMON STOCK) 


NUMBER OF SHARES 


1 - 

99 

100- 

199 

200- 
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300- 
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400- 
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500. 

599 

600- 
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700- 

799 

800- 
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900- 
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1,999 

2,000- 

2,999 

3,000. 

3,999 

4,000. 
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5,000. 

9,999 | 

10,000- 

i ovtr | 
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PROMOTION, 
ADVERTISING 
AND EXPANSION 


IN BUSINESS 


EXPENSES 


MATERIALS 


PAYROLLS 


profits# taxes# dividends 


TAXES ON 
INCOME 
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consolidated statement 



ASSETS 


Current assets: 


Cash — whereof $62,260.62 restricted. 

U. S. Government obligations — at cost. 

Accounts receivable from customers, less allowance for doubtful accounts ($3,182.05) . . . 

Vending machine conditional sales contracts receivable (note 2).$ 479,460.48 

Less unrealized mark-up included therein ($48,746.63) and allowance for repossession losses 

($22,868.43). 71,615.06 


Due from officers and employees . . . 

Other receivables. 

Inventories — at the lower of cost or market 

Prepaid expenses. 

Total current assets. 


Vending machine conditional sales contracts receivable (note 2). 230,028.71 

Less unrealized mark-up included therein ($14,687.00) and allowance for repossession losses 

($34,472.90). 49,159 .90 

Sundry notes receivable: 

For sales of fixed assets. 82,517.00 

For past-due trade accounts. 52,045.15 

134,562.15 

Less allowance for doubtful notes. 58,000.00 

Investments in and advances with respect to Dr. Pepper de Mexico, S.A. — at cost. 

Other investments — at cost: 

Cash surrender value of life insurance policies. 27,770.90 

Other investments. 12,000.00 


Property, plant, and equipment, less accumulated allowance for depreciation, $1,851,809.82, and 
customers’ deposits (on bottles and cases), $185,968.32 . 

Goodwill (consideration paid for business of bottling company in excess of net book value of 
tangible assets acquired). 

Formulae and trademarks — at nominal value. 


$ 180,304.94 
1,250,000.00 
247,082.06 


407,845.42 

12,735.34 

92,405.64 

1,232,014.72 

187,252.12 

3,609,640.24 


180,868.81 


76,562.15 

20,618.56 


39,770.90 

4,945,243.76 

244,494.60 

4.00 


$9,117,203.02 


See accompanying notes to financial statements. 










































and subsidiaries 
of financial position 
December 31, 1952 



LIABILITIES 


Current liabilities: 

Accounts payable — trade creditors. 

Remittance due bank for collections on vendor contracts sold. 

Current installments due on First Mortgage Bond. 

Installments due May 1, 1953, on notes payable to sellers of bottling business purchased . . 

Notes payable to bank, secured by vending machine conditional sales contracts receivable from 
franchised bottlers (note 2). 

Current installments due on vending machine purchase contracts payable to bank — secured 


(note 2). 

Accrued expenses — taxes, etc. 

Federal and state income taxes. 

Total current liabilities. 

First Mortgage Bond payable (note 1).$1,563,403.60 

Less installments due within one year from December 31, 1952 . 85,839.47 


Installments ($29,575.00 each) due annually May 1, 1954, through May 1, 1962, on notes payable 
to sellers of bottling business purchased. 

Installments due subsequent to December 31, 1953, on vending machine purchase contracts pay¬ 
able to bank — secured (note 2). 

Capital stock and retained earnings: 

Capital stock (common) — authorized 800,000 shares of no par value, whereof 700,000 shares 


issued 1,469,589.50 

Retained earnings. 3,404,456.15 

4,874,045.65 

Less treasury stock, 10,000 shares at cost — reserved for sale to employees under restricted stock 

option plan (note 4). 121,334.61 

Commitments (note 6) . *. 

Contingent liabilities (note 7). 


$ 186,041.01 
62,260.62 
85,839.47 
29,575.00 

488,001.31 

490,886.52 

68,365.56 

662,340.55 

2,073310.04 

1,477,564.13 

266,175.00 

547,442.81 


4,752,711.04 


$9,117,203.02 





































Dr. Pepper Company and subsidiaries 
consolidated statement of earnings 
and retained earnings 
year ended December 31, 1952 



Gross Profit on sales. $5,273,408.45 

Administrative, marketing, and general expenses. 4,096,617.40 

Operating profit. 1,176,791.05 

Miscellaneous income (including interest of $47,491.63).$174,379.83 

Less miscellaneous charges (including interest of $106,287.55). 114,661.36 59,718.47 

Earnings before taxes on income. 1,236,509-52 

Federal and state taxes on income. 662,340.55 

Net earnings. 574,168.97 

Consolidated retained earnings, December 31, 1951 ... 3,246,972.18 

3,821,141.15 


Dividends paid by Dr. Pepper Company ($.60 per share). 416,685.00 

Consolidated retained earnings, December 31, 1952 . $3,404,456.15 

See accompanying notes to financial statements. 


notes to financial statements 


1. First Mortgage Bond 

Substantially all assets of Dr. Pepper Company, including its in¬ 
vestment in wholly-owned subsidiaries consolidated in the foregoing 
statement of financial position, are pledged to secure the First Mort¬ 
gage Bond, dated December 22, 1947. This bond is payable in 172 
remaining monthly installments of $11,599.19 each, including prin¬ 
cipal and interest at 3Vi% annum. 

2. Vending Machine 
Conditional Sales Contracts 

At December 31, 1952, balances receivable from franchised bottlers 
of Dr. Pepper Company and from retail outlets of bottling subsidiaries 
for vending machines sold to them under conditional sales contracts 
amounted to $709,489.19, of which $624,331.04 is receivable from fran¬ 
chised bottlers and $85,158.15 from retail outlets. Included in the 
portion of these receivables reflected on the consolidated statement of 
financial position under the current asset section is an amount of 
$118,000.00 estimated as collectible during 1953 (based upon 1952 
experience) on contracts with retail outlets and on certain of the con¬ 
tracts with bottlers. 

These contracts with franchised bottlers relate to sales made dur¬ 
ing 1950 and a part of 1951 and generally provide for installment 
payments designed to pay them out within 36 months from incep¬ 


tion. In the main, these contracts are pledged to bank as security for 
bank loans payable in comparable installments. (Gross income on these 
sales is being taken into income on the installment basis.) 

Contracts with retail outlets generally provide for installment pay¬ 
ments based upon quantity of beverage vended. (Gross mark-up on 
sales to retail outlets is taken into income account at the time the 
machine is sold.) 

With respect to contracts arising from sales of vending machines 
to bottlers during 1952 (and 1951, in part), it has been the practice 
to sell the contracts to bank, with obligation to repurchase under cer¬ 
tain conditions. (Gross mark-up thereon has been taken into income 
at the time of sale.) Dr. Pepper Finance Corporation, a wholly-owned 
subsidiary handling these sales, is obligated to effect collections and to 
remit them monthly to the bank. At December 31, 1952, franchised 
bottlers (other than bottler subsidiaries) owed to bank $938,326.50 
on the contracts thus sold. 

At December 31, 1952, bottler subsidiaries of Dr. Pepper Company 
owed to bank (through Dr. Pepper Finance Corporation) $1,038,329.33 
on installment contracts with respect to and secured by vending ma¬ 
chines purchased. (In the main, these machines are rented to retail 
outlets and are included in property, plant, and equipment on the 
consolidated statement of financial position.) Installments amounting 
to $490,886.52 mature during 1953 and $547,442.81 thereafter. 
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accountants’ report 

PEAT, MARWICK, MITCHELL & CO. 

THE BOARD OF DIRECTORS 
DR. PEPPER COMPANY: 

We have examined the consolidated statement of financial position of Dr. Pepper Company and Subsidiaries as 
of December 31, 1952 and the related consolidated statement of earnings and retained earnings for the year then 
ended. Our examination was made in accordance with generally accepted auditing standards, and accordingly included 
such tests of the accounting records and such other auditing procedures as we considered necessary in the circumstances. 

In our opinion, the accompanying consolidated statement of financial position and consolidated statement of 
earnings and retained earnings present fairly the financial position of Dr. Pepper Company and Subsidiaries at 
December 31, 1952 and the results of their operations for the year then ended, in conformity with generally accepted 
accounting principles applied on a basis consistent in all material respects with that of the preceding year. 

Dallas, Texas, February 5,1953 PEAT, MARWICK, MITCHELL & CO. 


3. Pension Plan 

The Dr. Pepper Company and its wholly-owned subsidiaries have 
in effea a pension plan for the benefit of their employees. As of Decem¬ 
ber 31, 1952, there was a remaining balance with respect to past service 
cost of $8,212.88. The Companies expect to continue the plan indefi¬ 
nitely but have reserved the right to amend or discontinue it at any 
time. Costs and expenses for the year include payment of $80,644.06 
to the Pension Trust Trustees with respect to current and past services 
of covered employees. 

4. Restricted Stock Option Plan 

A restricted stock option plan was approved at the annual meeting 
of stockholders in 1952 for employees of the Company and its wholly- 
owned subsidiaries, limited to 20,000 shares of no par common stock 
of the Company. The option price shall not be less than the higher of 
the average cost of stock reacquired for the plan or the market value 
of the stock as of the date the option is granted. The option must be 
exercised within a period of five years if the employee remains em¬ 
ployed by the Company or its wholly-owned subsidiaries; however in 
the case of an employee’s termination or death, shorter periods apply. 
The Company reacquired 10,000 shares of stock for the option plan 
during the year at an average cost of $12.13 per share, amounting to 
$121,334.61. During the year options on 9,500 shares of stock were 
granted to employees at an average sales price of $12.14. None of the 
options was exercised prior to December 31, 1952. 

5. New Subsidiary Bottling Companies 
Formed and Acquired 

During the year the Company organized two new wholly-owned 
subsidiaries, St.*Louis Dr. Pepper Bottling Company, St. Louis, Mis¬ 
souri, and San Antonio Dr. Pepper Bottling Company, San Antonio, 
Texas. The San Antonio Dr. Pepper Bottling Company, in turn, pur¬ 
chased all the outstanding capital stock of Dr. Pepper Bottling Com¬ 
pany of San Antonio for $319,257.65. The purchase price comprised a 


down payment of $23,507.65 plus notes payable to the former owners 
amounting to $295,750.00. The notes are due in ten annual install¬ 
ments of $29,575.00 each plus interest at 41 / 2 % per annum and are 
guaranteed by Dr. Pepper Company. 

6. Commitments 

The Company leases plant facilities for its syrup plant in Baltimore, 
Maryland, at an annual rental of approximately $17,500.00. The lease 
expires January 15, 1961, but can be renewed for an additional ten 
years on substantially the same terms. A wholly-owned subsidiary en¬ 
tered into a lease agreement during the year for plant facilities in 
St. Louis, Missouri, at an annual rental of approximately $19,000.00 
commencing about March 1, 1953. The lease expires March 1, 1968, 
but can be renewed for two additional five-year periods for an annual 
rental of $15,000.00. The subsidiary has an option to purchase the leased 
property at any time after March 1, 1958, but before the lease expires, 
for $300,000.00 plus actual cost of subsequent plant additions, if any. 

7. Contingent Liabilities 

The Company is defendant in a suit for damages involving can¬ 
cellation of a Dr. Pepper Bottler’s License Agreement. The outcome of 
this suit, while presently not determinable, is not expected to have a 
material effea upon the financial position of the Company. 

The Company is obligated to repurchase, under certain conditions, 
the vending machine conditional sales contracts with its franchised 
bottlers (other than bottling subsidiaries) that have been sold to bank. 
The balance outstanding on such contracts amounted to $938,326.50 
at December 31, 1952. The Company is guarantor of vending machine 
purchase contracts owed to bank by its subsidiaries amounting to 
$1,038,329.33 at December 31, 1952, and shown as liabilities on the 
consolidated statement of financial position (note 2). The Company 
is also guarantor of the notes payable, in amount of $295,750.00, to 
sellers of the bottling business purchased (Dr. Pepper Bottling Com¬ 
pany of San Antonio) (note 5). 
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condensed comparative consolidated 
statement of financial position 
Dr* Pepper Co* and subsidiaries 




ASSETS 


DEC. 3), 1952 DEC. 31, 1951 DEC. 31, 1950 


Current assets: 

Cash and U. S. Government securities . . 

Notes and accounts receivable. 

Vendor contracts receivable. 

Inventories. 

Prepaid expenses. 

Total current assets. 

Other notes and vendor contracts receivable . 

Investments, etc. 

Property, plant and equipment — net .... 
Formulae, franchises, trade-marks and goodwill 


$1,430,304.94 

1,724,171.11 

1,174,378.24 

352,223.04 

440,483.76 

431,962.81 

407,845.42 

941,415.61 

682,256.96 

1,232,014.72 

1,320,223.62 

1,630,638.50 

187,252.12 

205,366.47 

191,831.75 

3,609,640.24 

4,631,662.57 

4,111,068.26 

257,430.96 

54,774.04 

86,325.40 

60,389.46 

60,375.26 

57,353.56 

4,945,243.76 

3,961,747.18 

3,619,359.64 

244,498.60 

4.00 

4.00 

$9,117,203.02 

8,708,563.05 

7,874,110.86 


LI ABI LITIES 


Current liabilities: 


Accounts payable and accrued expenses. 

$ 254,406.57 

165,348.19 

185,938.51 

First Mortgage Bond — current installments. 

85,839.47 

82,891.22 

80,044.36 

Provisions for taxes on income. 

662,340.55 

621,025.00 

461,582.12 

Notes payable — current installments. 

1,070,723.45 

1,516,788.50 

984,075.87 

Total current liabilities. 

2,073,310.04 

2,386,052.91 

1,711,640.86 

First Mortgage Bond — installments due subsequent to one year after date . 

1,477,564.13 

1,563,40360 

1,646,294.82 

Notes payable due more than one year from date. 

813,617.81 

— 

— 

Unearned interest on vendor contracts receivable. 

— 

42,544.86 

23,400.90 

Capital stock (less stock in treasury). 

1,348,254.89 

1,469,589.50 

1,469,589.50 

Retained earnings. 

3,404,456.15 

3,246,972.18 

3,023,184.78 


$9,117,203.02 

8,708,563.05 

7,874,110.86 


NOTE: See notes to financial statements. 
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45% off the volume*** 

With soft drink annual “take-home sales” accounting for better than 
45% of total volume, it is understandable that Dr. Pepper is focusing 
its attention on the home market. Surveys found soft drinks in 86% 
of the homes in leading cities across the nation — also that more soft 
drinks were consumed in homes in 1951 than, the total consumption 
of soft drinks in 1941. Bottlers, salesmen and dealers have been say¬ 
ing for some time that, "Six bottles are not enough to supply the 
demands in the home.” The answer, therefore, is simple — a larger 
unit package for home use which Dr. Pepper now has available. 

















































a good Product 


...a good Company 


Back of every good company is a good product. The 
measure of progress possible from the very beginning depends 
largely upon the quality of goods produced. An essential 
element in the success of a product is its ability to serve 
a human need. Today Dr. Pepper is consumed by millions 
who recognize it for its wholesomeness, fine quality and 
enjoyable flavor. Thus we can look back to 1885, the year 
of Dr. Pepper’s origin, and recognize the foresight and wisdom 
of its founders. Dr. Pepper possessed the qualities which 
enabled it to grow —today possesses those same qualities 
which will enable it to continue to grow in the future. 


















